Study of social media marketing at flour manufacturing company in Indonesia by Hadi, Dio Permana
STUDY OF SOCIAL MEDIA MARKETING AT 
FLOUR MANUFACTURING COMPANY IN 
INDONESIA 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
By: 
 
DIO PERMANA HADI 
 
3303012004 
 
 
 
 
INTERNATIONAL BUSINESS MANAGEMENT 
FACULTY OF BUSINESS 
WIDYA MANDALA CATHOLIC UNIVERSITY SURABAYA 
 
2016 
 
ii 
 
STUDY OF SOCIAL MEDIA MARKETING AT FLOUR 
MANUFACTURING COMPANY IN INDONESIA 
 
 
 
 
 
INTERNSHIP REPORT 
Addressed to 
BUSINESS FACULTY 
WIDYA MANDALA CATHOLIC UNIVERSITY 
SURABAYA 
To fulfill the requirements for the economy bachelor degree 
International Business Management Program 
 
 
By: 
DIO PERMANA HADI 
3303012004 
 
 
INTERNATIONAL BUSINESS MANAGEMENT 
BUSINESS FACULTY 
WIDYA MANDALA CATHOLIC UNIVERSITY 
SURABAYA 
2016 
iii 
 
 
iv 
 
 
v 
 
 
vi 
 
TABLE OF CONTENT 
COVER i 
TITLE ii 
AUTHENCITY STATEMENT iii 
APPROVAL PAGE iv 
RATIFICATION PAGE v 
TABLE OF CONTENT vi 
LIST OF FIGURE ix 
LIST OF TABLE x 
LIST OF APPENDIX xi 
ABSTRACT xii 
CHAPTER 1 INTRODUCTION 1 
1.1 Background 1 
1.2 Research Questions 5 
1.3 Research Objectives 5 
1.4 Significance of the Research 5 
1.4.1. Academic Benefit 5 
1.4.2. Practical Benefit 6 
1.5 Writing Systematic 6 
CHAPTER 2 LITERATURE REVIEW 8 
      2.1 Theoretical Basis 8 
            2.1.1. Digital Marketing 8 
            2.1.2. Social Media 9 
            2.1.3. How to measure  
                      Viewer Engagement in YouTube 11 
vii 
 
            2.1.4. Video Indicators  
                      Affecting Viewer Attraction 12 
            2.1.5. Measuring Social Media  
                      Effectiveness to Business 16 
            2.1.6. Viewer Engagement 18 
            2.1.7. Viewer Loyalty 19 
      2.2. Research Process 21 
CHAPTER 3 RESEARCH METHOD 22 
      3.1 Research Type 22 
      3.2 Research Object 22 
      3.3 Research Location 22 
      3.4 Research Time Frame 23 
      3.5 Data Source 23 
      3.6 Data Collection Method 24 
      3.7 Data Variables 24 
      3.8 Technique of Analysis 25 
      3.9 Research Frame Work 26 
CHAPTER 4 RESULTS AND DISCUSSION 27 
      4.1 Company X 27 
      4.2 BuzzFeed Food Recipes 29 
      4.3 Results 30 
            4.3.1. Descriptive Statistic (Frequency) 30 
            4.3.2. Metrics  31 
            4.3.3. Pearson R Correlation 34 
      4.4 Comparison Analysis 40 
 
viii 
 
CHAPTER 5 CONCLUSION AND RECOMMENDATION 42 
      5.1 Conclusion 42 
      5.2 Recommendation 44 
BIBLIOGRAPHY 
APPENDIX 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
ix 
 
LIST OF FIGURE 
Figure 2.1 Example of Title and Length 14 
Figure 2.2 Example of Video Thumbnail Image 15 
Figure 2.3 Research Process 21 
Figure 3.1 Example of Variables 25 
Figure 3.2 Research Frame Work 26 
Figure 5.1 Example of Video Thumbnail Image of  
                 Company X 46 
Figure 5.2 Example of Video Thumbnail Image of 
                 BuzzFeed Food Recipes 47 
Figure 5.3 Example of Video Annotation 49 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
x 
 
LIST OF TABLE 
Table 2.1 Components of Engagement 18 
Table 4.1 Descriptive statistic for video variables of Views,  
                 Voting, Subscribes, and Shares of Company X 30 
Table 4.2 Descriptive statistic for video variables of Views,  
                 Voting, Subscribes, and Shares of BuzzFeed Food  
                 Recipes 31 
Table 4.3 Descriptive statistic of Metrics of Company X 32 
Table 4.4 Descriptive statistic of Metrics of 
                 BuzzFeed Food Recipes 33 
Table 4.5 Pearson R Correlation of the Metrics of Company X 34 
Table 4.6 Pearson R Correlation of the Metrics of BuzzFeed 
                 Food Recipes 37 
Table 4.7 Comparison Table of the metrics results between  
                 Company X and BuzzFeed Food Recipes 40 
 
 
 
 
 
 
 
 
 
 
 
xi 
 
LIST OF APPENDIX 
APPENDIX 1. Viewer, Voting, Subscribe, and Share data of  
                       Company X’s Videos. 
APPENDIX 2. VPKI, SubPKI, ShPKI, and Disp data of Company X’s   
                       Videos. 
APPENDIX 3. Viewer, Voting, Subscribe, and Share data of BuzzFeed’s  
                       Food Recipes Videos. 
APPENDIX 4. VPKI, SubPKI, ShPKI, and Disp data of BuzzFeed’s  
                       Food Recipes Videos. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
xii 
 
ABSTRACT 
 
Company X was established in Jakarta and Surabaya, it 
producing a variety of quality wheat flour for various needs and are 
marketed under a variety of major brands. The purpose of this 
research is to measure the effectiveness of Company X’s 
cooking videos toward viewer engagement in YouTube, and 
made a recommendation. 
Measuring the effectiveness by calculating the 
correlation of variables in YouTube, that are voting, subscribe, 
share, and dislike. And analyze the correlation of each variable 
as a whole one. To support the results and made a 
recommendation, the author also comparing the videos of 
Company X with the best practice one.  
The results are, cooking videos of Company X are not 
effective to gain viewer engagement. And cooking videos of 
Company X are not effective enough to gain viewer 
engagement compare to the best practice one. The 
recommendations were adopted from best practice one that 
being compared with Company X. There are several 
recommendation based on many video’s characteristics. Such 
as Title, Video Thumbnail Image, Length, Video Information, 
and Video Description. There is another video’s characteristic 
that being recommended, but it is not implemented by the best 
practice one, it is Video Annotation.  
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